New bill for consumers 

Justice Dept. has announced its 
support of a bill recently introduced in 
Congress that would give consumers 
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the right to recover triple damages 
from violators of antitrust laws even 
though they have not purchased di- 
rectly from the violators. 

A recent Supreme Court decision 
(Illinois Brick v. State of Illinois, No. 
76-404) held that only consumers who 
had purchased directly from violators 
could recover treble damages. The 
new bill will restore the right of indi- 
rect purchasers —the ultimate 
consumers—to collect these damages. 

Without the bill direct purchasers 
can receive windfall profits if they 
have passed on price-fixed over- 
charges to consumers and then sue to 
recover treble damages. Consumers, 
meanwhile, can collect nothing under 
present antitrust laws. 

Justice says the new bill, entitled 
“A Bill to Restore Effective Enforce- 
ment of Antitrust Laws,” will elimi- 
nate this inequity. 


New survey results 


The public interest group Com- 
mon Cause has released the results of 
a survey it conducted which show 
that commissioners heading Federal 
regulatory agencies meet 10 times 
more often with business representa- 
tives than with consumer representa- 
tives. 

Common Cause said this results 
in a “gross imbalance” in the Federal 
regulatory process and points to the 
need for the proposed consumer pro- 
tection agency to provide more con- 
sumer representation in agency 
decisionmaking. 


Recall 


e GRASS TRIMMERS—Con- 
sumer Product Safety Commission 
(CPSC) and Black and Decker Man- 
ufacturing Co. announce the volun- 
tary recall of 40,000 No. 8209 Type 1 
weed and grass trimmers that were 
produced during the spring and sum- 
mer of 1977 and distributed nation- 
wide. The orange-colored trimmer 
costs about $60.00 and uses nylon line 
to cut weeds and grass. It is sold with 
an unassembled 2-part handle that 
consumers must assemble before us- 
ing. Reason for recall: Consumers 
could damage the insulation surround- 
ing the electrical cord when assem- 
bling the handle. Such damage could 
result in serious electrical shock. Con- 
sumers should not use the trimmer 
but should return it to only a Black 
and Decker service center or a center 
authorized by Black and Decker. Re- 
called trimmers will be modified to a 
No. 8209 Type 2 trimmer (which has 
an additional safety feature) at no cost 
to the consumer. For more informa- 
tion call Black and Decker collect dur- 
ing normal working hours; telephone 
301-828-2955. Or call CPSC’s toll-free 
hotline: 800-638-2666. Maryland resi- 
dents only, call 800-492-2937. 
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Federal rulemakers support consumer agency 


Critics of the proposed consumer protection agency have charged that 
the agency would unnecessarily complicate the regulatory process, yet a 
number of Federal regulators have expressed their support for the consumer 
agency in letters to Congressman Benjamin S. Rosenthal, a strong supporter 
of the bill to create an independent consumer agency. 


Michael Pertschuk, Chairman of the Federal Trade Commission (FTC), 
in a letter signed by a number of other Federal regulators, and Alfred E. 
Kahn, Chairman of the Civil Aeronautics Board (CAB), in a separate letter, 
said that an independent consumer agency is necessary to present balanced 
arguments before regulatory agencies. 


Congressman Rosenthal had queried Pertschuk on the views that 
he—and other rulemakers—held regarding recent arguments advanced by 
opponents of the proposed consumer agency. Specifically, Congressman Ro- 
senthal wanted to know how Federal regulators reacted to arguments that 
“new regulatory agency appointees are so consumer oriented that there is no 
longer any need for an independent consumer advocate,” and that “we should 
not have to create a new agency to get the existing agencies to do what they 
are already supposed to do—protect consumers.” 


In responding to the first argument Pertschuk said he was “thankful for 
the vote of confidence” extended by opponents of the consumer agency, but 
added “there remains some doubt” as to the depth of commitment opponents 
have to the consumer interest. 


Pertschuk also said that these arguments against the consumer agency 
“miss the point” and said “we need the benefit of enhanced consumer interest 
advocacy” in order to make better informed decisions. Pertschuk said that 
the jobs of Federal rulemakers “are performed best when the vigorous and 
skillfully prepared advocacy of the business interests affected by our deci- 
sions is balanced by facts supplied and arguments raised through competent 
and informed advocacy on behalf of consumer interests.” 


While Pertschuk acknowledged the need for business to make its case 
before rulemaking bodies, he said that regulators are “presented with a vi- 
sion of the world as seen through the eyes of business interests,” and that 
“even the best intentioned regulator can be worn down by the sheer weight 
and one-sidedness of such pleadings without the presentation of countervail- 
ing facts and the vigorous advocacy of countervailing views.” [This viewpoint 
is supported by the findings of a recent report on public participation at 
agency proceedings prepared by the Senate Committee on Governmental Af- 
fairs. See CONSUMER NEws: Aug. 15.] 


Kahn said that many varied interested parties have the opportunity to 
present their cases before regulatory bodies and that “it is very important 
that the interest of the consumer also be effectively represented.” Kahn 
noted that he and his staff are charged with protecting both consumers and 
the industry they regulate, and that they must “strike a balance between the 
needs of consumers and the needs of carriers.” Kahn said he looked to an 
independent consumer agency to advocate consumer interests “as a kind of 
counterpoise to the representations of all the other interested parties.” 





OCA comments 


The Office of Consumer Affairs 
(OCA) regularly analyzes proposed 
Federal regulations and issues com- 
ments and opinions to the issuing 
agencies whenever proposed regula- 
tions would seem to have a signifi- 
cant impact on consumers. Below is a 
summary of a recent comment pre- 
pared by OCA which should be of 
particular interest to consumers. In 
drafting its comments OCA expres- 
ses positions which it feels best re- 
flect consumer needs and concerns. 
Copies of this comment may be ob- 
tained free of charge from the Office 
of Consumer Affairs, Room 621, Re- 
porters Bldg., Washington, DC 
20201. 


OCA recently commented on the 
Federal Energy Administration’s 
(FEA) proposed energy efficiency 
standards for certain types of home 
appliances. 

OCA commended FEA for its 
clear presentation of the methods 
used to analyze technological and 
economic aspects of the proposed 
energy efficiency improvement 
targets. OCA said it was pleased to 
see such an explicit presentation of 
the FEA’s methods and anticipated 
effects of the proposed targets since 
this encourages public comment on 
this proposal. 

Based on the analysis presented 
in the proposal, OCA concluded that 
the targets are realistic, and said 
they offer the promise of “significant 
improvements in the energy effi- 
ciency of home appliances without 
unnecessary increases in the prices 
of these appliances.” 

OCA did say, however, that 
FEA’s economic analysis of the likely 
effects of the proposed targets does 
show a potential problem in the ongo- 
ing effort to reduce energy consump- 
tion. For most of the products in 
question, the proposed targets would 
cause an increase in the purchase 
price of the appliances. These higher 
purchase prices would be more than 
offset by the savings resulting from 
the lower energy use over the life of 
the appliances. Despite the fact that 
consumers would be better off with 
the targeted improvements in energy 
efficiency, FEA in many cases esti- 
mates that the higher initial cost will 
reduce consumer demand for these 
household appliances. Although the 
public may have become more energy 
conscious since the data underlying 
these estimates were gathered, OCA 
said that the estimates demonstrate 
the need for a consumer education 
program to tell consumers about the 
economic advantages of the energy 
efficient appliances. 

OCA urged FEA to undertake 
such a program as part of its overall 
effort to promote energy conserva- 
tion and supported FEA’s proposed 
energy efficiency improvement 
targets for home appliances. 
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What's your beef? 


Up to 6¢ per retail pound of beef could be saved if retailers would cut 
and package meat at their warehouses instead of grocery stores, according to 
Agriculture Dept. However, Agriculture says one of the biggest problems to 
overcome is consumer resistance to new marketing techniques. And 
economists note that consumers probably would not see a significant drop in 
meat prices if the new techniques were adopted, but upward cost spirals 
could be slowed. 


Agriculture points out that consumers readily purchase such frozen 
items as turkeys, but are reluctant to buy frozen beef. Consumer acceptance 
of store-frozen beef has been spotty so far, even though 80% of shoppers who 
buy meat one to 3 days prior to cooking freeze it at home anyway, according 
to a 1976 market survey. 

Centralized cutting of both fresh and frozen beef provides greater total 
carcass use, better use of fat and bone trim, greater product uniformity, 
improved sanitation and reduced handling, packaging and transportation 


costs. And frozen beef, Agriculture says, keeps better and shrinks less than 
fresh beef. 


Agriculture predicts more frozen beef will be sold in years to come, 
especially in convenience stores and other small retail food stores where not 
enough meat is sold to justify fresh meat counters. 


For these reasons Agriculture concludes that more and more frozen 
hamburger and T-bones will be showing up next to the frozen turkeys in 
supermarket cases. 


Entering a storm-damaged building 


Erratic and severe weather recently has upset the lives of many Ameri- 
cans. Floods, tornadoes and hurricanes take their toll. For those who may 
suffer the consequences, or may be called to assist those who do, Housing 
and Urban Development Dept’s (HUD) Federal Disaster Assistance Ad- 
ministration (FDAA) is calling attention to the following precautions for en- 
tering a storm-damaged building after making certain it is not about to col- 
lapse: 

eTurn off gas at meter or tank and let structure air several minutes to 
remove foul odors or escaped gas. Do not smoke or use open flame until it is 
safe to do so. Do not turn on an electrical system—it may have become 
short-circuited. Use a flashlight to avoid igniting escaped gas. Watch out for 
holes in floor or loose boards with exposed nails. 


eF looding may have swollen doors shut. When entrance must be forced 
because of warped or mud-packed doors, enter by window or other opening. 
Lift the pins from door hinges with screw driver and hammer. Be sure door 
is unlocked, then carefully push in from outside to avoid further damage. 


eLoose, wet ceiling plaster is heavy and dangerous. Knock down hanging 
plaster before moving around in building; watch for loose plaster as the 
structure dries out. 


eUse even greater caution if damage results solely from high winds. 
Tornadoes may demolish some buildings and move others almost intact some 
distance from their foundations. Before entering or cleaning a tornado- 
damaged building be sure walls, ceiling and roof are in place and that struc- 
ture rests firmly on the foundation. Watch out for broken glass and, even 
more important, downed power lines. 


For more information ask any FDAA local office for a free copy of When 
You Return to a Storm-Damaged Home or write for a copy to HUD-FDAA, 
451 7th St., SW, Washington, DC 20410. 
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Latest AutoCAP locations 


Automobile dealers and consumers have been getting together around the country in order to resolve con- 
sumer complaints relating to automobiles. These mediators meet regularly and comprise Automotive Consumer 
Action Panels (AutoCAPs) which have been set up with the help and endorsement of the Office of Consumer 
Affairs (OCA). [OCA has also helped set up these Consumer Action Panels (CAPs) in the furniture, appliance 
and insurance industries. For details see CONSUMER NEws: Oct. 15, 1976.] 





AutoCAPs consist of a small paid staff and a volunteer panel of auto dealers and consumers who meet—much 
like a jury—to hear complaints that could not be resolved by consumer contact with dealers or by AutoCAP staff 
members and to make recommendations. Dealers are under no legal obligation to abide by a panel’s recommenda- 
tions, but enough do to have made the AutoCAP program successful. 

Below is the latest list of AutoCAPs which have been set up by state and local automobile dealer associations 
and consumers. Numerous other dealer associations have set up programs to handle complaints, but only those 
listed have panels. 

In trying to resolve automotive complaints, consumers should first attempt to work out the problem with 
dealers before contacting an AutoCAP. 


For more information on AutoCAPS, contact the National Automobile Dealers Association (NADA) 8400 
West Park Dr., McLean, VA 22101; phone 703-821-7070. 





Connecticut Automotive Trades Assn. Massachusetts State Auto Dlrs. Assn. 


18 North Main St. 437 Boylston St. 

West Hartford, CT 06107 Boston, MA 02116 

Delaware Automobile Dirs. Assn. Michigan Automobile Dlrs. Assn. 
8 Hillvale Circle 1500 Kendale Blvd., P.O. Box 860 
Wilmington, DE 19808 East Lansing, MI 48823 


Niagara Frontier Automobile Dlrs. Assn. 
25 California Dr. 

Williamsville, NY 14221 

Cleveland Automobile Dirs. Assn. 
Kentucky Automobile Dlrs. Assn. 310 Lakeside Ave., West 


P.O. Box 498 Cleveland, OH 44113 
Frankfort, KY 40601 


Georgia Automobile Dirs. Assn. 
1380 W. Paces Ferry Rd., Suite 230 
Atlanta, GA 30327 













Toledo Automobile Dirs. Assn. 
Greater Louisville Auto Dlrs. Assn. 1811 North Reynolds 
1103 Heyburn Bldg., 332 W. Broadway Toledo, OH 43615 
Louisville, KY 40202 Oklahoma Automobile Dlrs. Assn. 


1601 City National Bank Tower 


Idaho Automobile Dlrs. Assn. Oklahoma City, OK 73102 


2230 Main St. 


Boise, ID 83706 Oregon Automobile Dlrs. Assn. 
; ; P.O. Box 14460 
Indianapolis Automobile Trade Assn. Portland, OR 97214 


7100 Lakewood Bldg. ; 
Suite 210 E AutoCAP 


5987 E. 71st York County Consumer Protection Office 


j : Courthouse 

« « ~ >) 
Indianapolis, IN 46220 28 Market St. 
Louisiana Automobile Dlrs. Assn. York, PA 17401 













P.O. Box 2863 meat Texas Automobile Dirs. Assn. 
Baton Rouge, LA 70821 P.O. Drawer 1028, 1108 Lavaca 
Greater New Orleans New Car Dirs. Assn. Austin, TX 78767 


811 International Bldg. Utah Automobile Dirs. Assn. 
New Orleans, LA 70130 


Newhouse Hotel, Box 1019 
Automotive Trade Association Salt Lake City, UT 84101 
National Capital Area Virginia Automobile Dirs. Assn. 
8401 Connecticut Ave., Suite 505 1800 W. Grace St., Box 5407 


Chevy Chase, MD 20015 Richmond, VA 23220 
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Energy conference 


“Energy: The Most Important 
Game Around” is the theme of the 
Sept. 20 conference sponsored by the 
Washington Area Chapter of the So- 
ciety of Consumer Affairs Profes- 
sionals (SOCAP) in Business and the 
Federal Interagency Consumer Edu- 
cation Information Liaison (CEIL). 
Representatives of government, 
business and industry, consumer 
educators and consumer advocates 
are invited to improve their skills as 
energy communicators as they 
examine energy related problems, 
possible solutions and resources 
available—as well as evaluating 
existing energy related consumer 
education materials. 


The conference, which is free, 
will begin at 8:30 a.m. in the Health, 
Education and Welfare Dept. 
(HEW) Auditorium, 330 Independ- 
ence Ave., SW, Washington, DC, 
and the public is invited. For more 
information call Juanita Yates at the 
Office of Consumer Affairs (OCA); 


telephone 202-755-8892. 





| Spreading-the-word 


The Health Robbers, a 340-page 
book compiled by Lehigh Valley 
Committee Against Health Fraud, 
Inc., attacks medical quackery and 
health frauds and fads. The book’s 24 
chapters cover such topics as 
acupuncture, phony sex clinics, facts 
and fads on weight control, advice on 
finding good medical care and infor- 
mation on what the Federal Govern- 
ment is doing to protect the health of 
consumers. To order your copy of 
The Health Robbers, send $10.50 to 
George F. Stickley Co., 210 W. 
Washington Square, Philadelphia, 
PA 19106. 


New Federal publications 

The 1977-1978 edition of the US Government Manual, an 882-page guide 
which explains the functions and services of Federal Government agencies, is 
now on sale. Send $6.50 to Superintendent of Documents, Government Print- 
ing Office, Washington, DC 20402. 


How to Keep the Life of the Party Alive is new pamphlet from National 
Highway Traffic Safety Administration (NHTSA) which gives pointers on 
how to keep partygoers who have had too much to drink from driving home. 
The pamphlet suggests driving intoxicated guests home, or making sure a 
guest is well supplied with food to “cushion” the effect of alcohol if he or she 
insists on driving home. Dilatory tactics are also recommended to give guests 
extra time for their bodies to absorb the alcohol they’ve consumed. Finally, 
the booklet says physical restraint should be used to keep an insistent drunk 
person from driving home. While this may seem drastic, the publication 
notes, you may be saving the life of a friend or an innocent victim. For a free 
copy of How to Keep the Life of the Party Alive, send a postcard to the 
Consumer Information Center, Dept. 664E, Pueblo, CO 81009. 

Laetrile 

Food and Drug Administration (FDA) has submitted its court-ordered 
review of the alleged anti-cancer drug Laetrile to the US District Court for 
the Western District of Oklahoma [CONSUMER NEws: Aug 1] and concludes 
that the use of Laetrile poses a “genuine public health problem in the US.” 

In addition to the report, which has been published in full in the Aug. 5 
issue of the Federal Register (page 39768), Dr. Julius Richmond of the Pub- 
lic Health Service (PHS) is worried about the increasing use of Laetrile in 
the US. He said that Laetrile is a potentially dangerous substance, especially 
when taken by mouth, and reported on adverse reactions and even death 
resulting from the use of the drug. 

Dr. Richmond also expressed concern about the quality of the Laetrile 
being sold to cancer victims and pointed out that because Laetrile is not in- 
spected by FDA there is no way the Federal Government or a prescribing 
doctor “can assure the quality and purity of the product being imported 
under the current court order or being imported illegally.” 

For free copies of Dr. Richmond’s statement and FDA’s Laetrile report 
write to Consumer Inquiries, Food and Drug Administration (HFG-20), 5600 
Fishers Lane, Rockville, MD 20857. 
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